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Abstract. Knowing the consumers preferences, producers can act to the selling areas by 
choosing those types of products to distribute, in order to increase sales. There are many types 
of data collecting with own advantages and disadvantages depending on research methods. 
The modern human beings needs are in constant change due to the large volume of 
information received and processed, adapting his personal needs to new market challenges. 
Due to ongoing research through surveys, the current needs of consumers could be founded, 
having their very different views, resulting reorientation of producers from different areas and 
different markets worldwide. Interpretation of results obtained via questionnaire is the essence 
of market flower selection strategies, following to the segmentation of consumers 
preferences.  
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Introduction. Collected data from the questionnaire will be used in analyzing the 
indicators needed to describe the socio-demographic and psychographic consumer profile. 
Consumption values illustrate the product values or benefits that consumers want to have 
from the products they buy, and different product categories may deliver different 
consumption values to consumers (Tzu-Fang and Li-Chun Huang, 2009). 
Aims and objectives. The objective of this short presentation is to highlight the 
importance of the continuously marketing research even in the flower market apparently a low 
innovating one. To properly build a questionnaire, its items have a logical order and questions 
are grouped on items to obtain data on current consumption and consumer trends. Because of 
the competition on all markets, different sources of information should be used to identify 
current needs of the modern consumer. Consumers are confronted with an increasingly wide 
range of international products trade, especially promoted since the floricultural industry is so 
often creating new types of flowers. 
Materials and methods. The questionnaire is primarily a tool for quantitative 
analysis, which provides to researchers accurate information, about measurable phenomena 
studied. The questionnaire can be used as a helpful tool in exploratory studies phase, 
especially if secondary information are missing. However, as a general rule, the questionnaire 
is  less useful in exploratory stage, mainly for two reasons: on the one hand, mostly of the 
questions in the questionnaire are closed questions, with a limited number of possible 
answers, and on the other hand, the time given to each topic is reduced and the lack of direct 
contact with the subjects (the investigation by mail) make impossible to investigate in depth 
the issues under investigation (http://ro.scribd.com/doc/22705773/Ancheta-de-Piata-Referat). 
           The type of data collecting was presented in the table 1 and a good quality of collected 
information, the choosing depending also on the speed of needed answers. After analyzing the 
table below, can be highlighted that factors to choose the contact method determining the 
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proper procedure to lead to a good quality of collected information, the choosing depending 
also on the speed of needed answers. 
Following the research to the domestic flower market, describing the retail structure 
of that market, exploring the impact of C2C adoption and identifying which retailers adopted 
it and which added services, we can build  models  represented the conditions of a market 
where C2C adopters and non-adopters can coexist, as an example (Krishnan et al.,2002). 
Related to a survey using the classical method of inquiry, Sabău (2007) emphasizes 
that the research using a questionnaire should follow certain rules regarding the structure and 
order of questions. 
 Tab. 1 
 Criteria of comparing for the methods of data collecting process  
 
Criteria Types/methods  to collect data 
Post Telephone Personal Computer 
Probability of the answers  acceptable acceptable acceptable acceptable 
Controlled of the operator influence  excellent acceptable low excellent 
Usage of questionnaire with a great 
number of questions  
low  good excellent low 
 
Cost good good acceptable low 
Obtaining the results  low excellent acceptable excellent 
Coverage of a sufficient sample  good acceptable low good 
Representativity of the sample  acceptable good excellent acceptable 
Source: George Kress in ”Marketing Research” (cited by Şerban Daniela, page 113). 
 
Results and Discussion. Through the data obtained by questionnaire, consumers 
could be shared on segments by directly knowing their flowers related preferences. Due to the 
current awareness of consumer needs, the marketers could carry out strategies to launch new 
products on the market. After analyzing the market, proper strategies should be adopted to 
increase sales in economic terms depending on market requirements. Nowadays the market 
face to a general trend in consumer preferences related to newly developed products 
characteristics as could be the shifting to ecological issues, giving them a sense of uniqueness, 
feeling more special after their purchase. 
Conclusion. The first conclusion is that no market research is 100% satisfactory, 
requiring continuous demanding in terms of market data collection. A good collected the 
information through questionnaires should be correlated with personal respondents’ data. 
 Both empirical or using a representative sample, the research on the flower market, 
are very important in highlighting new trends and must perform continuous research activities 
especially using questionnaires instruments enquiring directly the customer. 
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